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2023 Аману Audio Annual Report 


“Open on ай channels 
Ready to receive” 
Preface Radiohead 'The Numbers' (2016). 


Welcome to the 2023 Audlly Audio Annual Report, a year that saw a lot of innovation and |n which audio advertising reached new 
heights. This report combines essential data and trends shaping the audio Industry In 2023. 


The year 2023 is all about pioneering reach research Thanks to the new NMO Listening Survey, we can gel a clearer picture о! 
audo behaviour inthe Netherlands, wth weekly Insights into the listening behaviour for almost one hundred stations. Wih the 
NMO Podcast Standard and the ММО Streaming Audio Standard, NMO provides a sold basis lar advertisers and agencias a 
make informed choices within ће digital audio domain. AI standards are crucial especially given major changes such asthe 
national FM auction and the evolution o radio stations 


The numbers speak ог themselves: 85% of Dutch people (aged 134) tento the radio weekly, with more han halt o population 
turing dat Wit 33:3 milion hours o gal ad sang and 7-2 min podcasts downloaded each week s sale o зау 
thal tho Dutch аге tey rooted inthe audio age. 


The appeal of audio les in the combination of physical and mental availablity: new devices and the Increasing relevance and 
chol in audio in our curent daly ves. We know tha the emotional impact of sound в huge. 


This audio age is important о advertisers- Given the range ol linear rado, digital radio and podcasts on ofer, there are many 
‘opportunites for reacting listeners at exactly the right ime in various listening contexts; Ihis is why audio works in advertising 
Радо в її at the top in terms o listening Ume and reach, making i the main vehicle lor audio advertising. 


This report provides a broad picture of the dynamic world of audio advertising in 2023. | hope И will от andinspire you. 
Inthe meantime, Audiy is happy to answer any questions you may have about audio and advertising. 


едені Hentenaar 
Director Audi 
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The highlights 


The year 2023 has broken records 


Net investment in audio advertising in 2023 is at an all-time high with almost 242 million, 7.2% more 
than in 2022. 


ОЗ sees the biggest increase compared to 2022, with 10.7% more invested. Q4 shows the largest 
share with almost €89 million. 


Spot advertising got 90.6% of net investments, 4.9% is for branded content and 4.5% was invested 
via digital audio. Digital audio spending has gone up relatively the most (13.2%). 


More than 11.3 million spots were broadcast, and the average spot length was 15.6 seconds. 


Retail remains the biggest industry present on radio, with Odido, КРМ and McDonald's being the 
biggest advertisers, 


Over 169 billion audio impressions were achieved through radio spots. In addition, we have streamed 
1.7 billion hours of live audio and 375 million podcasts have been downloaded. 
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Key Figures Audio Advertising Audify 


Net investments went up by 7.296 to 242 million 


Net investments. € 241,974,000 
Number of advertisers. 1,805 
Number of brands 2021 
Number of seconds aired 177,293,653 
Number of spots aired 11,331,028 
Average spot length 155 
GRPs 13+ years 1,126,892 
GRPs 20-49 years 1,014,269 
GRPs 25-54 years. 1,160,500 


м 
Audio Investments Бу Guarter Audify 


Each quarter showed an increase, a relative one in Q3, and an absolute one in 04, which showed the 
biggest increase 


Total net audio advertising investments 242 million euro. 


tmc Аан кауш rs apa рар 


ih, 


ig Investments by Week Аману 


Audio Advei 


Gross investments 2023 in 45 week above average 2022; week 41, 45, 46 and 47 highest investments. 
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š Gross investments per week 
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Net Audio Advertising Investments Spot by Guarter Audify 


Radio spot has a 90.6% share of the total audio market; net investment +7.9% 


Total not rado advertising investment 219.2 milion euro 
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Net Audio Advertising Investments Digital by Quarter Audify 


Digital has a 4.5% share of the total audio marktet; net investments +13.2% 


Tota net adio advertising investments digital 11 milion euro 
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Net Audio Advertising Investments Non-Spot by Quarter Audify 


Non-spot has a 4.9% share of the total audio market; net investment -8.4% 


Total net audio advertising investments non spot 11.8 milan euro 
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Number of Commercials by Month Audify 


46.2% of all commercials are new, the most new and unique commercials being heard in November 


Number of commercials by month 
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Gross Audio Advertising Investments by Industry Audify 

[Шай rergins by far the biggest industry and laundry and dishwashing detergents’ increase with 
—m— ————— 
ета вины бават Е а 
Соттан Бакма op ral pre y сата » 
taceo Twn Recta Er Элада E] 5 
por: Er peris] E а 
| Ex E] КЕЗ * 
ета Ex Er E а 
er Pesce Se Er E EE x 
Eu == — === = 
Canaan Bee сае gun anam emm та 
ин Er pror Ere а 
ee БЕЗ emus pur “2 
тшш amau pr 25У E 


o€—————— 


Audio Advertising Brands Тор 25 Audify 


Odido makes highest investments within audio; top 25 in 2022, total of € 210.999.583 
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Тор 10 Product Groups within Audio 


13+ years: total 1,126,892 GRP: 


169,101,433,689 impressions 


Pn ProductGroup mm S| п ш а | 


‘Supermarkets 
Passenger cars 
Insurance and funeral services 
Mobile Telecommunications 
Home decor 
Pharmacies and perfume stores 
Banks and lending services 
825 services (other) 
Department stores 
Hotels & Restaurants 


73,65 65% 
58,682 52% 
44525 4.0% 
41085 36% 
39534 3.5% 
39516 35% 
36,021 3.2% 
35456 31% 
33,451 3.0% 
33236 29% 
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Industry Insights: Top 10 Retail Brands Audify 


Bol. #1 retail brand, Coop highest relative increase in Top 10 


Gau Nn, уша enw auas каң ибо ont Pop 283 page 16 


ПШ 


Industry Insights: Top 10 Supermarkets Audify 


Jumbo #1 supermarket, 7 out of 9 supermarket chains are investing more in audio adverts 
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Industry Insights: Top 10 Automotive Audify 


Renault #1 car brand, all top 10 car brand are investing more in audio advertising 
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Top 20 New Brands within Audio in 2023 Audify 
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Radio Listeners Aud ify 


Average Daily & Monthly Reach 


Every week, radio reaches at least 12.7 million unique Dutch people 13+ years old (84.6%) 


Average unigue daily and weekly reach 
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Average Number of Radio Stations Listened to Audify 


On average, a radio listener listens to 16.3 radio stations annually (4.8 per month) 


Average number of radio stations listened to 
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Listening Time by Reception Mode 


Digital radio continues to grow 


Share of reception mode 
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Listening Time per Reception Моде by Age Group Audify 


35-49 year-olds largest share of FM and lowest share of cable and DAB+ 
Share of reception mode by age group 


Listening Time рег Day Audify 


FM, Cable and Streams/IP highest number of minutes’ listening time 
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NMO Target Group Monitor – Listening Time per Sport Practiced Audify 
Listeners practicing extreme sports, car racing or aerobics listen to radio for the longest amount of time, on 
Average amount of listening time per sport practiced 
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ММО Target Group Monitor – Listening Time per Savings Account Audify 


Listeners with a savings account with RegioBank listen to radio for the longest amount of time, on average 


Average amount of listening time per savings account 
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Top 10 Most Played Artists on Radio in 2023 Audify 


1. Ed Sheeran 3. David Guetta 4. Lost Frequencies 5. Rondé 


6. Tiésto 7. Calvin Harris 8. DI-RECT 9. Miley Cyrus 10. Suzan & Freek 


Top 10 Most Played Tracks on Radio т 2023 Audify 
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Market Shares 2023 top 5 Radio Stations Audify 


Impact major events, e.g. The NPO Radio 2 Top 2000, are clearly visible 


Market share 13+ years old EM 


2023 Market Shares Sales Networks 


OMS is market leader, Ster ranks second with a peak during the МРО Radio 2 Top 2000 


Market share 13+ years 


Annual review of events 2023 – 01 dh 
Audify 


Audify 


Annual review of events 2023 – 02 


Annual review of events 2023 — 03 dh 
Audify 


Annual review of events 2023 — Q4 
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ah, 
The NMO Streaming Audio Standard Audify 


Online listening to live ог linear audio 


The ММО Streaming Audio Standard consists of the consumption of live or linear audio listened to 
online (over the internet) by listeners in the Netherlands. To capture this, ММО has teamed up with 
Triton Digital, which provides the industry standard for validated online audio data through its streaming 
measurement service. The results are published as monthly top lists representing the average of a 
week which can be found via onlineaudiodata.nl 


All forms of audio on demand fall outside this definition. That is what the NMO Podcast Standard was 
developed for 


ah, 
1.7 billion hours of streaming in 2023 Audify 
On average, the most hours are streamed on Wednesdays and between 1 and 2 PM 


Total listening hours per week day Total listening time in hours, by hour of the day 
n d J, 


м 
Оп average, more than 18.2 million stream starts per week Audify 
Most stream starts in December with in week 52 The NPO Radio 2 Top 2000 
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On average, more than 33.3 million streaming hours per week 
9 Е a 9 эр Audify 


Most streaming hours in December with 43.7 million streaming hours in week 52 
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ah, 
Smart Speaker most popular device, Sonos most popular brand Audify 
Desktop/Laptop also frequently used for streaming audio 
Device Platform 
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Participants in the NMO Streaming Audio Standard Audify 


Over 125 stations owned by 23 media companies are measured spread over 6 sales networks 
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The ММО Podcast Standard Audify 


Online downloading or streaming of podcasts or other audio on demand 


The NLO Podcast Standard consists of the consumption of podcasts or other on demand audio, 
downloaded or streamed online in the Netherlands. To capture this, NLO has teamed up with Triton. 
Digital, which provides the industry standard for validated online audio data through its Podcast 
Metrics. The results are published in the form of monthly top lists that reflect the average per week 
and that can be found on onlineaudiodata.nl. 


Ali forms of live or linear radio are beyond the scope of this standard, which is what the NLO 
Streaming Audio Standard was developed for. This standard is accessible for the entire market, 
including parties that are not yet members of NLO. 


Ш 
375 million podcast downloads in 2023 Audify 
Most downloads on Tuesdays, news the most popular category 
Total downloads per week day 
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Most Downloads and Users т Peak Hours 
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Audify 


Оп average, the hours between 08:00 and 09:00 AM sees the most downloads and users 


Average number of downloads per hour of the day 


Average number of users per hour of the day 
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An average of 7.2 million podcast downloads per week in 2023 Audify 
Most downloads in week 27 (3 - 9 July), the week in which, on 7 July, the Вице IV government resigned 
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ah, 
Up to 3,150 podcasts measured in 2023 Audify 


Number of downloads and users show an upward trend, with a mild dip in December 
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NPO breaks through the 134 million downloads mark in 2023 Audify 
Mediahuis NRC the most downloads per title, on average 


Souen: Ton ates Aw hse o apenan page s0 


И, 
Mobile is the most popular device, Spotify the most popular platform Audify 
Apple Podcast and iOS App popular platforms as well 


Device Top 10 
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The 2023 podcast downloads Top 40 per title 
News podcasts Boekestijn en de Wijk, МАС Vandaag and De Dag are leading the charts 
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The 2023 podcast downloads Top 40 per episode 
Episode Het leugentje the most downloaded podcast episode of 2023 
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The 2023 Top 40 podcast downloads per episode DU 


Episodes of the Parool Misdaadpodcast the most frequently occuring with 11 positions 
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Participants in the NMO Podcast Standard Audify 


Up to 3,150 podcasts produced by 11 media companies were measured 
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Annewil Schippers Peter Meerveld Jaap Brienen Nico Silvius 
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What does a music compiler do? Au 


A music compiler at NPO ЗЕМ is responsible for the radio shows’ playlists. Our team of music editors, 
together with the DJs and their own teams, decide which music is aired every day. Also, we are busy day 
and night discovering new music through all sorts channels and decide which new music to introduce to 
listeners. 


| ат responsible for selecting music and compiling playlists looking for a consistent and recognisable 
KINK sound. I always keep my eyes peeled for the perfect balance in energy, tempo, recognisability, 
genre, etc. 


We plan the music for all our channels: obviously Sublime, but also Sublime Smooth, Sublime Soul, 
‘Sublime Jazz and Sublime Funk & Disco. Apart from that, we liaise with artists and the music industry, 


We manage the music database and keep a close eye on the music industry for new music. 


oeos 


What sort of background and experience are reguired? Au 


The most important trait for a music compiler is a passion and talent for viewing music in a professional 
context. Being able to put yourself in the shoes of the target audience is a must. A background in 
journalismimedia is valuable as well 


If you want to become a music compiler, it is crucial that you can empathise with the target audience. An 
analytical ability also comes in handy. And, of course, knowledge of music. 


Knowledge of and love for the music you will be programming, for sure. But also experience with radio, 
preferably as a creator. 


A feel for the music format and knowledge of the musical eras the format is based on. 
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Where do you get /how do you discover new music? Au 


social media platforms (Instagram, Youtube, Spotify and TikTok), where we monitor trends among the 
target audience and can quickly respond to them. We also have close ties with the music industry. Radio 

pluggers keep us informed about new releases and developments via e-mail and our weekly plug meeting 
оп location. Moreover, we follow the latest developments by attending many gigs by new and established 
acts, but also by attending festivals and we listen out for music in series and films, for example. 


@ ‘Music editors and producers discover new music through various channels. We are present on many 


We mainly get our new music via record labels, but we are also actively on the lookout. Listeners regularly 
give us tips and every day we receive dozens of songs from bands that would like to be played on KINK. 


We get sent music from labels and from artists themselves. At the same time, we both actively search for 
new artists and tracks ourselves, for example through playlists on streaming services. 


The old-fashioned way, stil, so through pluggers of the labels and companies. But also, via Spotify. 
YouTube, TikTok and other socials. 


ове 


Does the choice of music differ across the day? Au 


ове 
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Definitely. When preparing the daily playlists for ЗЕМ, the broadcast time is obviously factored in. 
Throughout the day, different types of listeners tune in and their needs can be different, In the morning, for 
example, the energy level is a bit lower. During the day, we know that people are mainly working, studying 
or are on the go, so we programme more diversely. Because the evening hours have more specific and 
younger listeners, we can go a litte deeper there. In our case, this also means introducing more new 
music. So, we always make sure to stay on the pulse of the day when making radio. Also, ЗЕМ has 
"specialty programming where even more genres are looked at more in depth, such as The Веа! (dance) 
and Wat Anders’ (hip-hop). 


The choice of music varies slightly throughout the day, but the differences are subtle to maintain 
consistency in sound. For example, the morning is a bit guieter (especially on Sundays), while the late. 


evening offers more room for adventurous and new music. In the summer during daytime, for example, 
you will probably hear some more upbeat music. 


During the day, we programme a bit broader, a bit more familiar. In the evenings, there is more room to 
discover new things and we try out new music and programme a bit more poignantly 


No, we deliberately choose to broadcast the same content at the same pace 24/7. 


ПШ 


Does diversity play а role in your choice of music? Au 


balance on our playlist, because we think everyone deserves equal opportunities. We keep each other on 
our toes as editors where this is concerned and evaluate that balance in the playlists retrospectively. As 
part of public broadcasting, we think it's important to make radio for everyone who wants to feel part of i. 
So, in our selection this definitely plays a role. We also include listeners’ opinions in our choices and 
engage in dialogue. 


@ Yes, diversity is an issue valued in particular by МРО, and therefore by ЗЕМ. We look to strike a good 


Diversity is important, absolutely. We are seeing more and more female artists and bands breaking 
through. In the past year, for example, The Last Dinner Party, Boygenius and The Beaches, were bands 
we played a lot of and have great expectation for. 


‘Sure, but this is part and parcel to the music we stand for. Most of the music we play by far originates in 
African-American culture: funk, soul, jazz. What we pay close attention to is the male-female artist ratio, 
which we try to keep balanced. 


Within each format, diversity and the right flow play a role, so that you are always able to experience the 
good vibe of our station. I's something we value and safeguard, because itis pertinent to our 
fecognisabilty for the listener. 


| 
When does a track end up in high rotation? And why does 2 h 


that stop at one point? 
@ There are a few factors that help decide whether or not to ‘boost’ a track's rotation. Firstly, itis important 


that a song is more relevant than the rest of the songs in a playlist. It could for example be a streaming hit 
or there is a certain 'buzz around it. It is also important that the song fits with 3FM's musical profile. And 
finally, we measure listeners appreciation of the most relevant songs on a weekly basis; the more 
listeners like a song, the more likely it is to be played more often. 


А track does not go into high rotation immediately; we give listeners some time to get used to it. I it 
becomes more popular (for example, as established by market research, through streams or on social 
media), the rotation may go up, but we don't play new music endlessly. Our classics are what's most 
important. 


We don't do any music research yet, во we have to rely on our own gut feeling. Is this track fun and good 
enough to hear often? Does it grab you right away? Doesn't it get boring too quickly? If we decide to put a 
track on the list, it will basically stay there for a while. 


На track is already well-known or perceived as recognisable by a listener after two listens, we consider it 
a hit and it will end up the playlist. Taking the track off is a tricky balancing act, because you don't know 
exactly when the listener is tired of it 


Does the choice of music of other stations play a role? Au 


consider the playlists of stations with a similar target group when compiling our playlists, because we 


The choice of music on other stations does not steer 3FM's music policy. However, we do sometimes 
think itis important that ЗЕМ responds as much as possible to current trends within the target group. 


We do look at what other radio stations are playing. Although there is limited overlap in our genres, a track 
played elsewhere can gain more relevance and recognition. It is one of the indicators of track popularity. 


tracks after all or keep them an the playlist longer. 


For Joy Radio: not at all 


@ О! course, we also look at what other stations are playing. And it does happen occasionally that we add 
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Do social media influence your choice of music? Au 


18-10 39-year-old and they generally are very Social and socially engaged people. They are very active 
оп social media and participate in culture, so we think it's important that developments in these areas 
translate to 3FM's playlists. A concrete example is film culture: it regularly happens that a film is trending 
‘among our target group, so its soundtrack is too. At the moment, for example, this is Murder On The 
Dancefloor by Sophie Ellis Bextor, used in the hit movie ‘Saltburn’. Because of the buzz around this song, 
we have chosen to play it more often in the coming period so that we make radio that is as relevant and 
socially engaged as possible. 


@ Social buzz is one of the most important factors when we choose music for ЗЕМ, Our target audience is 


‘Sentiments and reactions on social media certainly play a role when choosing music. There are many 
examples of classics suddenly being revived by social media or new artists being discovered there. 


Sublime, we'll give it a place in our shows again. We also actively search for these things: there are charts 


Sure. Lately, old records have regularly resurfaced through TikTok, for example. If it is music that suits. 
that keep track of this, and we scan those weekly. 


target group the song appeals to. Currently, itis TikTok that strongly influences hits worldwide. 


Yes. It is fast-paced and therefore provides a quick insight into the scope of a hit, and we can see which 
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Do major events or intense circumstances like war play a Audifu 


role? 


Developments in the news and society at large weigh in when we choose music for 3FM and its shows. 
After all, it is important that the radio output matches the listener's perception. Major and important events 
can therefore be heard on-air. For example, by DJs dwelling on the news with a musical item or, 
conversely, by avoiding certain songs. When an artist dies, for instance, we sometimes reflect on this by 
playing the artist's music and striking up a dialogue with listeners. On the other hand, in case of news 
about war or natural disasters, we wil avoid tracks that are too sensitive in terms of content. Also, artists 
themselves respond to events and this can be a reason for paying attention to them. 


Radio offers a unique opportunity to respond to current events quickly, both positively and negatively, 
including in musical choices made. This is done in close consultation with the DJs, who discuss these 
events in their programmes. 


We try to match Sublime to the mood of our listeners. So, when the sun is shining, ideally our station 
sounds more cheerful than on a grey autumn day, so we match our active database accordingly. 


Ten years ago, we did, but now we don't do anything about this at all and we just draw our own plan. На 
track has negative content given current affairs, we do take relevant measures. 
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What are your station's requirements for a track? Au 


ЗЕМ makes radio for listeners aged between 18 and 39 who have an above-average interest and curiosity 
in music and live in the here and now. The playlist is tailored to them and matches their world and their 
experiences as much as possible. Specifically, the tracks that go with this may vary in genre, artists and 
age. Of course, the quality of the tracks, its originality and production quality are important, although new 
sounds have made it to ЗЕМ on the regular. We do not use a set list of criteria. 


A song has to fit with our identity of an alternative rock station, be of good quality and supported by a 
good plan. Both the song and the artist must suit our station 


‘Sublime plays funk, soul and jazz. So, a tracks should fall within those frameworks. We also pay attention 
to familiarity (of the track or the artist) and relevance: is this a song or artist we are going to hear more of? 


That's my trade secret, so just listen! 
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Do you see a development in the most popular genres? For 


example, Dutch music seems to have had a moment, lately. ^ 


are emerging and disappearing ever more rapidly. We try to tune our 3FM's playlist to this. An example of 
а current trend is alternative Dutch-tanguage pop acts, like Froukje and 510. In addition, for example, 
country music by male solo artists, such as Luke Combs, has become increasingly popular since mid- 
2023. 


@ What we see is that since the rise of social media and streaming platforms, new trends and developments 


KINK is an advocate of Dutch music, although not usually Dutch-speaking. In our genre, we are currently 
seeing a revival of pop punk. 


The Netherlands is a real music country, and we also produce a lot of music, e.g. our dance tracks but 
also in our own language we make a lot of good songs that fit many formats. Music in one's own language 


can be beautiful and high-quality, and certainly doesn't have to be folksy. 


i 
Does the ageing population play a role in your choice of A | 
music? неле 


The ageing population plays a minor role in the choice of music for ЗЕМ, because our station targets 18- 
to 39-year-olds. 


We tailor our music to people aged 35-49. Adjustments to the music mix should be made with caution, as 
itis easier to lose listeners than gain them. As for the age of the music we play, we continue to target 35 
to 49-year-olds. 


As | think many stations are noticing, we too see that the classics are scoring very well. We get a lot of 
response from our listeners who request music or vote for our Sublime Тор 1000 or Soul Top 1000. | think 
this love for classics can also be explained by the fact that many of our listeners are 40+. 


No, not at all. TikTok tracks are often old classics made to fit the present day and young people are 
discovering old tracks that are new to them without always realising it 


Audify 


Looking Ahead to 2024 


A Summer of Sports 2024 


The European Football Championship can be seen on TV and 
heard on radio from 14 June to 14 July 2024. The event will take. 
place in Germany, meaning the matches will be broadcast around 
3:00, 06:00 and 09:00 РМ. Of course, there is also a lot of news 
coverage around the European Championship during the day. 


The Summer Olympics will come from Paris from 26 July to 11 

August. Dutch matches/competitions such as swimming, hockey 

and cycling, among others, wil be followed closely by many of the 
ut 


Арап from these two major events, there are plenty of sports 
throughout the year. Think of ice-skating in early 2024 and the 
Giro @ Italia and the Tour de France. And then there's the Dutch 
Grand Prix and the Eredivisie, Champions League, Europa 
Conference League and Conference League football 


PARIS 2024 


SH 
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Word Soundmaster via the Audify Academy Audify 


Register now via audify.nl 


‘The world of audio is evolving and provides plenty of opportunities for brands and communications. 
Аману wants to contribute to the professionalisation of the audio domain and further develop the use 
of audio by professionals. 


The training - developed by leading specialists in the realm of media and audio - consists of various 
modules offered via an online e-learning platform. I's up to you when and at what pace you want to 
follow the modules. Each of them is concluded with a test to eam a certificate and ММА PE points. 
For people in the industry, Audify covers the costs of €499 per module. 


м 
Audio Monitor 2024 Audify 


Inthe spring of 2024, the NMO Audio Monitor will be conducted to update the 2019 data. 


About the Audio Annual Report 2023 
Pi j 


м 
About the 2023 Audify Audio Annual Report Au 


This is the Audity Audio Annual Report 2023. The report charts investments in and listening behaviour to 
radio, streaming audio, podcasts and audio on demand. Net investments are reported to Audify Foundation 


by а! national and regional, public and commercial radio stations. 


Sources used 


+ Nationaal Media Onderzoek (NMO) + Авас 
* Nielsen * SoundAware 
= Triton Digital > Kantar 

+ Ipsos + Gtk 


This report was issued on 29 January 2024 and produced in collaboration with Audify by Featly Media and 
the above parties. For questions, comments or suggestions about the Audify Audio Annual Report 2023, 
please contact Audify (infoGaudify.nl. 
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